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i.   Abstract   
 All areas of marketing have been accused of trying to manipulate consumers. 
Consumers nowadays are very aware of this fact, and know they are exposed to several 
manipulation tactics daily. This can result into resistance and in the long term 
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negatively affect companies. The main goal of this thesis is to examine the most 
common used marketing tactics and the effects they have on consumers. On the road 
to this, the way consumers form perceptions and make decisions regarding purchase 
of goods must be taken into consideration.    
  Manipulation tactics are used throughout each step of the decision process. Key for 
companies is to find out in which step exactly they must interfere and what way is the 
most suitable to achieve their goals. There are numerous tactics used, all of which 
have been proven to be successful among the years. Nowadays though, the emerge of 
social media and internet in general has made it vital for companies to adapt to the 
usage of digital marketing. This can be proven to be one of the most powerful 
weapons.   
  All in all, marketing tactics have been proven to work and help boost sales and 
awareness around products. The matter is to use them in the right way, ethically, in 
best interest of both parts, both company and consumer. In this way, the boomerang 
effect can be eliminated avoiding regret.   
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   CHAPTER 1: INTRODUCTION   
   
  “All areas of marketing are subject to accusations of manipulation, and the broader 
concept of marketing is often attacked on the basis that its overall intent is to manipulate 
customers” (Gatignon, Nagard, 2015, p.2). As Michael Crichton states in one of his 
novels, “Today everything is marketing” (Crichton, 2007). Consumers have mostly 
associated marketing with manipulation and this fact has affected most of the field. 
Consumers are likely to resist to these efforts because they fear that companies are 
trying to manipulate them. (Roux 2007, Banikema and Roux 2014). This resistance is 
based on the idea that the main goal of these tactics is to create the desire for products 
that customers are not in real need of and that may not be aligned to their interests 
(Gatignon, Nagard, 2015).   
While marketing involves some manipulation, this fact is not necessarily negative.   
Done ethically, manipulation in marketing is an effective tool for boosting brands. 
Done incorrectly, however, manipulation can hurt long-term business goals. 
(Mitchell, 2018). Marketers, when using covert tactics for manipulation, risk being 
characterized as unethical. A vivid example is subliminal advertising, where the 
individual is exposed to information under their level of conscious awareness. When 
they emerged, back in 1957 people reacted outrageously. They had been exposed to 
split advertising by Coca Cola along with popcorn at the movies, without being 
consciously aware of it. (Gatignon, 2016). 
   
1.1 Problem   
  Buyers more and more associate marketing tactics with manipulation. Consumers 
have become aware of the disposition of pop-ops throughout the internet accompanied 
with exaggeration of statements received all around social media. (Gatignon, 2016). 
Manipulation is present in everyday life, both in commercial and public realms, with 
emphasis in marketing. He believes “those who sell products are engaged in at least 
arguable forms of manipulation.” (Sustein, 2015). 
  Throughout history, marketers have always tried to persuade consumers into buying 
specific goods. Tactics used, though, differ, and they should be chosen based on the 
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target group. (Kamp, 2019). Focus is given to creating the desire for a goods, that 
consumers cannot withstand. However, less importance has been given to define the 
most effective way of manipulating choice. Ιn reality, excessive manipulation results 
to the opposite (boomerang-effect) (Kamp, 2019). 
   
1.2 Research question & sub-questions   
   To be able to answer the problems, this thesis will attempt to answer the following 
questions. The basic research question:    
Do marketing tactics influence consumers desire to purchase a service or product?   
Can they influence the preference towards a product or brand?     
 Sub-questions will set the ground to move on and answer the basic problem: 
1. How is the decision buying process performed?    
2. Which manipulation tactics are most frequently used and how to they affect the 
process?  
3. What is the boomerang-effect, and can it result into regret?    
   
1.3 Structure    
  Each of the sub-questions will be discussed according to the referred existing 
literature. Literature was deducted from various papers, journals, scientific sources 
aiming to create a diverse image. After clearing out the sub-questions, we will be able 
to answer the main research question and then discuss. The appendix will include all 
extensive tables.  
   
   
   
CHAPTER 2: LITERATURE REVIEW   
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2.1 Consumers Buying Behavior   
  “Consumer behavior can be determined as the study of individuals, groups, and 
organizations along with the processes used to select, secure, use and dispose products, 
services, experiences and to satisfy needs and the impacts on the consumer and society” 
(Shimp, 2013). Everyone is influenced by many factors and characteristics as far as the 
way he is when making decisions, habits and behavior when purchasing, even the brand 
he will finally choose. All the above result into the purchase decision. (Ramya, Ali, 
2016). Consumer behavior analysis biggest objective is to clarify which factors 
influence behavior under certain circumstances, for example economics. The analysis 
of consumer behavior helps marketers to have a better understanding of behavior in 
various situations (Niazi, Siddiqui, Shah, Hunjra, Imran, 2011). 
  “All marketing strategies and tactics are based on explicit or implicit beliefs about 
consumer behavior. Decisions based on explicit assumptions and on sound theory and 
research are more likely to be successful than decisions based solely on hunches or 
intuition” (Hawkins, Mothersbaugh, 2010). Marketing tactics used for influencing 
behavior entail ethical issues affecting the company, the consumer itself and society. 
Such issues usually are not noticed, and therefore involve trade-offs at various aspects.     
   
   
“Customer value is the difference between all the benefits derived from a total  
product and all the costs of acquiring those benefits.”    
(Mothersbaugh,2010)   
   
Firms are obliged to consider value from the customers point of view. For customer 
value to be identified as superior, companies have to anticipate and react to needs 
better and more effectively than competition (Mothersbaugh,2010). Key is to be able 
to provide via the marketing strategy more value to the target group compared to 
competitors. Customer value is defined as the difference between benefits derived 
from total product and all costs of acquiring those benefits. (Hawkins, 2011). Beliefs 
and anything affecting the consumer are very important throughout the strategy, along 
with cognitions and social influences. Informational structure regarding products is 
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defined by consumers through communication, as well as their choices and 
preferences, allowing information to proceed about the firm and its offerings 
(Bakator, Ivin, 2016).   
  “For a successful consumer-oriented market service provider should work as 
psychologist to procure consumers”. When considering aspects that influence 
behavior, things will most likely become favorable and consumes will achieve 
satisfaction (Ramya, Ali, 2016). Consumer buying behavior can be divided into four 
categories. Starting, there is routine response/programmed behavior. In this situation 
one is limited involved, purchases low-cost goods often; a small amount of search and 
effort regarding decisions is required making purchases almost automatic. Limited 
Decision Making occurs when purchasing products occasionally, and one needs 
obtaining information about an unknown brand that falls into a known category of 
products. The time required for information to be gathered is moderate. Extensive 
Decision Making/Complex is characterized of a high level of involvement, and is 
present when unknown, non-familiar, expensive, and non-frequent products are 
bought. Here, ahigh degree of economic or psychological risk exists. Consumers waste 
most of their time hunting and deciding, gathering facts from firms, associates, store 
employees etc. passing by all six stages of the purchasing process. Lastly, impulse 
buying, where there is no planning consciously. (Brown, 1996).   
   
2.1.1 Purchase Decision Process   
 If marketers become able of understanding the decision process, then they can know 
when the right time is to interfere and where to manipulate within this process (Kamp, 
2019). Consumers decision process interferes in stages of the strategy (regarding the 
way of implementation in marketing mix) as well as the results. The level of interaction 
throughout the process determines the results. Firms success can only come if 
consumers realize a solution to their needs by the product, be introduced to both the 
product and the capabilities it offers, conclude that this is the optimum solution, move 
on to buying it, and finally result to satisfaction with the purchase. (Hawkins, 
Mothersbaugh,2010). All of the above are withdrawn from each stage of the consumers 
decision process.   
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1) Need Recognition   
“The consumer will recognize a difference between his or her actual state and what 
the ideal state should be.”  
This is the stage where individuals recognize a need or problem and can feel whether it 
is actual desire or not, and then seek goods to satisfy the need.  
Internal and external stimuli trigger needs. Internal stimuli is the perception one 
personally has, where external includes external influences, for instance word-of-
mouth. (Lumen Learning, Boundless Team). 
2) Information Search   
  The second step is information search, where the consumer will likely be persuaded to 
seek information in order to fulfill the recognized need, either internally or externally. 
Here people seek value in the product or service they are about to consume. This is the 
point where one identifies or further clarifies the options offered. (Lumen Learning, 
Boundless Team). 
3) Evaluation of Alternatives   
  The third stage is when alternatives are evaluated, all available products are evaluated 
as to whether they include attributes able to bring to reality the welfare seeked. This is 
the stage during which attitude along with the level of involvement with the firm, the 
product or overall, with the category can highly influence the consumer. For instance, 
when there is a significant level of involvement, then several options will be evaluated. 
On the contrary, with low involvement it is most likely for only one brand to be looked 
up. (Lautiainen, 2015; Lumen Learning, Boundless Team) 
“Ultimately, consumers must be able to effectively assess the value of all the products 
or brands in their evoked set before they can move on to the next step of the decision 
process” (Lumen Learning, Boundless Team). 
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Purchase   
 When coming to a decision, consumers form the intention to proceed with buying 
the product they prefer. “The final purchase decision, can be disrupted by two 
factors:   
Negative feedback of others and our level of motivation to accept and comply to such 
feedback”.  Non anticipated or inevitable situations may disrupt the decision.  
This is the time where the consumer must decide from whom and when to proceed with 
purchase. They may also decide against the purchasing decision (Lumen Learning, 
Boundless Team). 
Post Purchase Behavior   
In the final step of the process customers come to the conclusion of whether their 
decision resulted into satisfaction or not.  Consumers feeling towards the purchase 
will determine whether a repurchase will take place, or if other products will be 
considered. A customer can also affect other’s preferences and selection due to the 
feeling of being obligated to sharing emotions around the purchase. Here is where it 
is most likely to come across cognitive dissonance, a type of regret, where consumers 
can develop feelings like tension or anxiety of the post-purchase phase.  (Lumen 
Learning, Boundless Team) 
   
Marketers are interested in finding out when is the right time to interfere in this 
process. It is not easy to develop a product that removes need recognition. Therefore, 
companies must constantly observe and evaluate data of customers needs. It has been 
found that pre-purchase satisfaction of products occurs within the stage of evaluating 
other products (Choe, Black & Hatmeyer, 2006). Companies are able to learn much 
from the pros and cons of other products and their lifecycles. The five steps of 
consumers buying behavior are well linked. Through evaluation (step 5) needs are 
formed (step 1) and the consumer may be convinced to turn to a alternative (step 3), 
making your companies product the brand of choice.   
   
2.2 Marketing Tactics   
Manipulating consumers is strongly associated with promoting products.   
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Publicity/advertising are main tools to raise awareness of a  product from the public. 
Below tactics will be discussed on how they are implemented and how they are 
manipulative. From negative publicity, to pricing and digital marketing, all subjects 
will be covered below.   
   
2.2.1 Subliminal Suggestions   
   
  Subliminal Messages definition refers to perceptible stimulant hidden in messages, for 
example in advertisements, with the intention to get past the human mind, remaining 
unidentified in the subconscious level, making them able to have a positive or negative 
impact (Soomro,2018). Subliminal messages have been embodied in any kind of 
promotional activities, advertisements, and campaigns. Each era of marketing includes 
the idea of penetrating into the brain’s subconscious wing, and had appeared quite 
intriguing (Soomro, 2018). Consumers autonomy refers to their ability of taking 
decisions. Consumers are not aware of the creation of desire for goods, a phenomenon 
that occurs with subliminal suggestions as well (Kamp, 2019).  “The obvious objection 
to persuasive advertising is that it somehow violates the autonomy of consumers.” 
Subliminal suggestions are messages, hiding in the backgrounds, under voices or 
noises. They could also be an image that passes by too fast, making it impossible to 
recall if it had been consciously seen.  (Kamp, 2019). 
  Advertisements of such type make it easier for brands to deliver the wanted effect on 
consumers about product evaluation, awareness, and the way they process information. 
(Trampe, Stapel, & Siero, 2009).   
  A very characteristic example of how supraliminal stimuli has an influence on behavior 
through conscious perception is the experiment that took place on German and French 
wine. This experiment took place in a British supermarket, where a variety of both 
French and German wines of identical prices and taste had been exhibited. German and 
French music was then played on alternate days. The results of this experiment were 
fascinating: Sales of wines turned out to be highly associated with music, with increased 
sales of German wines when playing German music and French wine sales at their peak 
with French music as well (Wang, 2016).    
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2.2.2 Puffery   
  Daily, when referring to puffery, what is actually meant is overstated and untrue praise. 
When coming to sales, puffery is using exaggerated statements that one is not able to 
verify objectively, for promoting products and services- like when a drink’s brand is 
called “the best”. (Fuchs, 2020). 
  “By associating a product, for which we may have little or no direct need or 
desire, with symbols reflecting the fulfillment of these other, often subterranean 
interests, the advertisement can quickly generate large numbers of consumers 
eager to purchase the product advertised.” (Arrington, 1982, p.  
3)    
  When used properly, puffery can result into an asset. It is a quite usual way used by 
companies of every kind (Fuchs, 2020). Some examples are the iPhone 4 
advertisement stating “This changes everything. Again.” or Starbucks “The best 
coffee. For the best YOU”.    
  Though there is no limit to which level companies can use puffery, they must be very 
careful to not take it too far, as numerous cases of brands being accused of false 
advertising exist. One of the most notable cases is that of Pennzoil in early 90’s.  The 
company operating in motor oil manufacturing, displayed a number of advertisements 
that featured athletes of professional level and race car drivers. They claimed that the 
brand “outperforms any leading motor oil against viscosity breakdown”. Castrol, their 
main competitor sued Pennzoil for their claims as false advertising in 1992. 
Unfortunately for Pennzoil, their statement could actually be tested, leading Castrol to 
conduct several laboratory tests to challenge the claims, revealing that their oils were 
at the same level or even superior Pennzoil’s product line according to the standards 
set by the industry. (Fewks, 2020).   
   
2.2.3 Negative Publicity   
We are all familiar with the popular wisdom suggesting that “any publicity is good 
publicity”. But, during times, there have been plenty of examples showing how 
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negative publicity can lower sales or even destroy the image of a brand. (Kamp, 2019). 
Negative publicity often hurts, bad reviews or word-of-mouth provenly damage the 
judgement or sales of a product. Greene (1978) gave the example of McDonald’s, 
when a rumor circulated that the restaurant was using worm meat in their production, 
they saw their sells fall over than 25% (Berger, Sorensen, Rasmussen, 2010). For 
many years only, negative results were associated to bad publicity (Kamp, 2019). 
‘Currently there exist examples that contradict this theory. A badly described 
wine in a prominent paper had seen its sales increase by around 5%. Also, the 
movie Borat, which made fun of Kazakhstan, caused an increase of around   
300% in Kazakhstanis hotels after its release.’ (Berger, Sorensen, & 
Rasmussen, 2010).    
The study shows below what contexts negative exposure of a product can result to 
positive outcomes. They stand the argument that bad publicity can lead to a larger 
possibility of purchase and therefore sales, because along with that awareness is also 
enlarged. Changing the attitude is not able by itself to explain the reasons behind sales 
and preference towards the product increasing. Non-positive details in general 
decrease positive evaluations, or in best case leave them untouched. (Berger, 
Sorensen, & Rasmussen, 2010). It has been found though that negative publicity has 
different outcomes on established and new products. It hurts the sales of products of 
high awareness mostly. On the contrast, it may increase the sales of products of low 
awareness and accessibility. The same study showed the example of book sales and 
publicity. Even non established authors increased sales due to positive publicity. On 
the contrary, negative publicity was found to hurt established authors, while unknown 
authors saw growth in sales to the level of 45%. (Kamp, 2019). 
  As consumers have finite attention, they will not be aware of every product released.  
Valent or not, publicity will most likely be affected positively if consumers come to 
be more aware of the product, making it top-of-mind. Sales are even more likely to be 
boosted when awareness and publicity valence are no longer associated in memory. 
The sleeper effect proved that “when source information tends to become dissociated 
from the message over time, people will  
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most likely have a feeling of awareness or remember hearing something of a product 
but forgetting the valence, boosting purchase likelihood after delay” (Berger, Sorensen, 
& Rasmussen, 2010). 
   
   
2.2.4 Branding-Mere Exposure Effect   
  Product position is the basic and most desirable outcome of a firm’s marketing 
strategy – developing in customer’s mind the perception that the product is similar to 
those of the competitors. Beliefs, pictorial representations, and feelings, all together 
form this perception. Purchase or even usage of the product is not required for the 
development of this image, communications about the brand coming from the firm 
itself and other intermediates, along with personal experience help determine it. 
(Hawkins, Mothersbaugh, eleventh edition).  Brand does not only consist of the firm’s 
logo or brand name, but the final identity and the image it has achieved in the market.  
Guinness is one vivid example, as part of the most memorable firms worldwide.  
Guinness trademarked their symbol, the harp, in 1876, making them one of the first to 
ever do that.  Guinness was able to recognize that linking their beers to this role would 
build trust and acknowledgment to their developed strength , beer (Hobbs, 2017 and 
Harrington, 2020). “Modern-day branding can be defined as the art of representing a 
company’s identity from who they are, what they do, the level of quality they offer, to 
their reputation” (Harrington, 2020). Branding has its basis on the mere exposure 
effect. This explains how growing familiar with a stimulus leads to more positive 
reactions. Through a psychologist, Robert Zajonc’s, experiments what came up was 
that novel stimuli is met via fear, resulting into more favorable responses as people 
are more familiarized. Marketing uses this effect to form a positive attitude towards 
the firm or product with campaigns aiming to a wide audience. More exposure seems 
to work best for businesses that are new and unfamiliar to customers, a new brand hits 
the market looking to go from zero recognition to achieving a high level of brand clout.    
 
“Repeated exposure to an object leads to an increased positive affect or a             
reduced negative affect toward that object (Harmon-Jones & Allen, 2001; Zajonc,   
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1968, 2001).”   
 
  Mere exposure in branding is also used by some of the biggest brands worldwide. A 
modern-day example of strong brand loyalty are Apple’s consumers. Apple has 
achieved to create an atmosphere that consumers cannot easily replace with other 
brands or even get detached from it. The attachment towards the brand that they 
develop is formed unconsciously and the main reason for staying with Apple 
satisfaction and familiarity (Haselton, 2017 and Kamp, 2019). Apple uses repeated 
audience exposure through brand consistency. It becomes a norm now to see Apple 
products-which makes people continue to purchase their brand. The length of 
exposure is equally important. A longer duration is not always better. As Janiszewski 
(1993) has said, “people can get annoyed by long exposure and dislike the brand”. 
Deciding the appropriate time of exposure is vital, but differs in different situations. 
(Kamp, 2019).   
  It is common for highly popular brands, such as Reebok, Adidas, Nike, to sponsor 
athletes of every field, from basketball to golf and so on. This tactic is successful in 
reaching people who have their focus to a certain sport, helping them to enlarge their 
horizons and in the end become familiar with a brand they otherwise would not know 
existed (Yun, 2016). There are though brands that act in the opposite way, one example 
is The North Face, who focus mostly on the sponsorship of outdoor sportsman aiming 
to achieve recognition, awareness, and familiarity in a smaller and more focused 
community. Customers will probably notice the brand and grow familiar to it on a 
subconscious level without receiving any further clarifications and information. This 
is ultimately a positive way of exposing the company.  
   
2.2.5 Pricing   
  Price is defined as a good’s value. In order to define price complex calculations, 
research, and the ability of taking risks have been used. “A pricing strategy considers 
segments, ability to pay, market conditions, competitor actions, trade margins and 
input costs, amongst others”. The strategy targets the respective group of consumers 
and against potential rivals. (The Economic Times) 
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      “Pricing is a managerial task that involves establishing pricing objectives, 
identifying the factors governing the price, ascertaining their relevance and 
significance, determining the product value in monetary terms and formulation of 
price policies and the strategies, implementing them and controlling them for the best 
results”.  (K.C. Kite)    
Anchoring   
  “Anchor pricing is the concept of making a product that was first offered seem 
cheaper when put alongside another product” (Beam, 2019). The first product is 
meant to be the anchor as consumers will use it as reference for their final decision 
(Yu, 2020). In anchoring, one often relies on the first piece of data he has been 
offered, to make a decision. (Staff, 2019). Consumers then use this offer to rate any 
other offerings available, being either better or not of the placed anchor (Kamp, 2019).   
  Products never are really “cheap” or “expensive”; it is relative (Yu, 2020). It is in 
human nature to compare through the evaluation of goods and when an anchor exists, 
it is made easier to do so. Human cognitive bias points to the optimal prize for the 
smallest amount of money and effort. However, the decision process can become 
deliberating, resulting for some individuals to anxiety. Yet, an effective way pf 
preventing this is by labeling choices as “most popular”. Consumers are driven to a tier 
or specific product. This is called the “bandwagon effect” and is key as it arises a 
reference frame. Suggestions put alongside with the anchor price make it easier to 
decide whether to pay or not the anchor, usually resulting into a yes and is the effortless 
way to remove the struggle of decision making. “Bringing the price closer to 
'willingness to pay' price will increase the ease of purchasing it” (Yu, 2020).  
   Anchoring can also work in reverse though. When Apple in 2009 decided to increase 
the price of iTunes tracks from $0.99 to $1.29, its best-selling product, the result was 
not expected. Sales declined significantly, with the trigger for the customer pushback 
not being the price but lying beyond basic economics: Apple consumers have been 
trained that a song’s worth, regardless of popularity, is $0.99. It seems that Apple, 
although cleverly using anchoring when introducing the Phone, might have 
underestimated the impact of iTunes low cost anchor reference point on purchasing 
behavior in the future (Nasiry, Popescu, 2010).   
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Urgency   
  If there is one enemy to conversion rates, it is customer hesitation. Companies’ main 
goal is to achieve sales. Yet, they are not only dealing with consumers who visit and 
bounce, but with so called “shopping cart abandonment” too. Luckily, though, to 
make consumers take action quickly, companies use psychological urgency 
techniques that have been proved to be powerful. (Doiron, 2020). These tactics are 
usually successful, as consumers always consider the risk of not being able to buy in 
the end. Urgency is divided into positive and negative, speaking of the actions and 
emotions that come from it. The intense emotions born, regardless of positivity or 
negativity, interfere in the minds rational thinking, eliminating it, and lead to 
likeliness of developing impulsive behavior. This type of behavior brings the 
individual to a state of ecstasy, releasing increased amounts of dopamine to the brain. 
(Simonson, Drolet, 2004) When the mind eventually returns to its usual, rational 
behavior, choices made under these circumstances are likely to be regretted because 
the level of joy experienced in a normal mood is far less than that felt in the extreme 
and impulsive mood.  
      “If there is a limited availability of something, we assume it is even more valuable,      
and we want it even more.” (Susan M Weinschenk, psychologist)   
    One form of urgency is scarcity. The less there is available of something, the more 
we want it.  For example, when the i-Phone was first released, there was a hint that not 
enough stock existed, and even if you had pre-ordered, you may have still needed to 
wait, resulting into massive lines outside of Apple stores. Travel sites also implement 
this tactic, with red letters stating, “only one ticket left” or “two others looking at this 
hotel”. Two situations arise from this. First, scarcity is created by both situations, with 
either explicit or implicit communications about low stock levels and that the product 
is selling fast. Moreover, social proof is offered. (Doiron, 2020). Scarcity combined 
with social validation is powerful, as humans often look to others to decide what to do 
without consciously thinking, due to the need to belong and “fit in”. This results into 
people acting fast because the decision has already been made for them.   
  Limited time offers have also been proven to increase conversion. Free shipping, 
sales with time limit, limited stock products, rewards for the first X buyers are only a 
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few examples of what is highly effective. The most vivid example of this tactic is the 
well known to most consumers, Black Friday, where customers rush to purchase the 
offers. Leaders can use words to rise numbers of followers and influence crowds. As 
Neil Patel  states, there are time related words capable of increasing conversions 
through urgency such as now, fast, quick, hurry, never. A psychological reaction, 
named FOMO, is created and states for the “fear of missing out”. Due to this, all 
around us on a daily basis we see phrases like “act now” or “never again”. Marketers 
want consumers to act first, think later (Doiron, 2020). 
   
High Price Setting   
     
  When companies plan to charge a higher price for their product than their 
competitors, then they proceed with a premium pricing strategy, giving consumers the 
idea that the quality of their product is superior (Woodruff, 2019). The desired result 
is for the brand to be perceived as the only the one enough to assure the superior quality 
of the product. 
  “A premium pricing strategy has the advantages of producing higher profit margins, 
creating tougher barriers to entry for competitors, and increasing the brand's value for 
all the company's products” (Woodruff, 2019). In the same article, we come across an 
excellent example of premium pricing resulting to success, Rolex. Consumers can 
surely find other brands with much cheaper watches, and still be able to know what 
time it is but will pay $10,000 for the Rolex because it is perceived to be of superior 
quality, as well as a diachronic symbol of status. Massara, Porcheddu and Melara 
(2018) stated that a luxury lifestyle, with a significant number of brands endorsing it, 
is anticipated to pursue one’s willingness to pay for the good. To what extent each 
firm is able to increase prices depends on the target audience and their overall goal 
(Kamp, 2019). 
   
2.3 The Digital Era   
  Proliferation of online social networks is now part of the big changes taking place in 
human interaction. Web-based platforms have met rapid growth. They facilitate 
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online social behavior and nature of human activities, habitats, interactions have been 
modified. “The question is no longer if people are signing in; the question is what 
they are signing in to and why they use certain applications to do so” (Tiago, 
Verissimo, 2014).    
   
   
   
2.3.1 Digital Marketing Strategies   
  “Digital advertising across national boundaries and the mobility of consumers have 
created opportunities for marketers to pursue pan-regional product positioning” and 
differ traditional ways. It has been found that 30% of marketers think of paid 
advertising either printed or broadcasted on media to be overrated. Some of the most 
significant online strategies will be analyzed further on. Apart from the though, other 
prominent strategies include online PR (raising awareness towards the firm and 
backlinks associated to the site), display or interactive advertising, online partnerships 
including link building, online sponsorship, affiliate marketing and co-branding, 
mobile messaging. Marketers do not all use these tactics in the same proportions, but 
without doubt they should be used coextensively if they want success upon targeting, 
using the message that suits best when the time is right. (Binter, 2019).    
Content Marketing   
Digital is rapidly evolving into a “push-pull” marketing channel, and both marketing 
specialists and customers have embraced several touchpoints to engage with one 
another, especially social media. “Digital has empowered marketers to find new and 
more effective ways to capitalize on time-honored approaches such as content 
marketing” (Deal, 2014).     
   
“Content marketing is the marketing and Business Process for creating and 
distributing relevant and valuable content to attract, acquire, and engage a clearly 
defined and understood target audience - with the objective of driving profitable   
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customer action” (Content Marketing Institute, 2015).    
   
It seems that 95 percent of CMOs think of content marketing as an important business 
tool. (Deal,2014). According to "The Future of Digital Marketing" study, “based on an 
online survey of 262 digital marketing executives at B-to-C and B-to-B companies, 80% 
of companies plan to increase their digital marketing budgets over the next 12 to 18 
months” (Patrutiu Baltes, 2015).    
This marketing strategy is adapted to each company, with most common objectives 
being the increase of brand recognition, attracting new leads, achieving loyal consumers 
and creating audiences (Baltes, 2015). A study by Gigaom on 300 U.S. digital 
marketers, found that “for roughly 9 out of 10 respondents, achieving awareness, 
acquisition, and retention are either fairly or extremely important objectives when using 
digital” (Deal, 2014).  Content strategies need to be clearly defined if a fortunate 
relationship with the audience is wanted and must aim to building a strong brand image.  
Thus, content professionals can allure, engage, and retain audiences in the long run. The 
significance of content marketing is emerging, as 70% of B2B marketers have already 
increased the amount of content compared to a year before. (Baltes, 2015).  This relies 
on the fact that “60% of B2B decision makers say branded content helps them make 
better purchase decisions, while 61% of consumers are more likely to buy from 
companies that offer custom content” (Gupta, 2014).    
  It must be known that “Content marketing has benefits in terms of retaining reader 
attention and improving brand loyalty. The motivation behind content marketing is 
the belief that educating the customer results in the brand’s recognition as a thought 
leader and industry expert”. “To be relevant to your audience and create a powerful 
brand you must win their trust and admiration, building interest that transforms into 
lasting relationships” (Baltes, 2015).   
   
E-mail Marketing   
 Most B2B and B2C companies nowadays use Email marketing as a basic tool of their 
campaigns. More specifically, 82% of these companies embodied into their strategies 
the usage of email technology (Zhang, Kumar, Cosguner, 2017). The annual growth of 
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Email marketing is up to 10%; out of all marketers, 70% are now employing these 
strategies. (Pavlov, Meliville, 2008).    
 Benefits associated with email marketing are being praised by numerous writers. 
Email have given marketers communication channels, allowing relationships to be 
build and real-time interaction. It is now being called the “Internet's killer application” 
due to the accuracy with which marketers can use email to tailor, track and target. 
Companies are now able to send out large amounts of emails thank to low costs and 
digital processing. (Rettie, 2002). Email marketing is characterized of low costs, 
smaller numbers of turnaround (from the preparation of the message, to sending it and 
receiving the response), sufficient response rates and customization of the campaigns.  
  Not all firms find it easy though to manage an effective email program. Customers 
opening firm’s emails may not end up in buying the firms product or vice versa, so the 
firm will most likely not have to target these groups intensely, since they probably will 
not pay much attention. Companies must conclude on the appropriate amount of emails 
to send out, especially since most customers are not satisfied because of the large 
number of emails received, making this crucial for their own profitability. “Email 4 
frequency might overtake content irrelevance as an important reason that drives 
customers away from email marketing.” (Zhang, Kumar, Cosguner, 2017). “It may also 
affect the future profitability of the firm by shifting the customer-firm relationship 
level”. For example, those who open emails may grow an interest in the firm and what 
it has to offer, and ultimately, end up purchasing on a regular basis. The firm though, if 
want to avoid making suboptimal moves in the strategy, must always keep in mind the 
eventual effects of emails. (Zhang, Kumar, Cosguner, 2017).   
  “Email marketing provides twice the return on investment (ROI) relative to other 
forms of online marketing: $57.25 for each dollar spent versus $22.52”. Marketers are 
now trying to develop more efficient algorithms, to be able to distinguish spam emails 
from regular, with filtering techniques been given focus. “To enhance filtering, email 
providers maintain lists of computers from which they do not accept any email: the so-
called black-hole lists” (Goodman et al., 2005). The other strategy implemented is 
maintaining a list of senders that are acceptable, with email from any other computers 
being immediately rejected as spam (Pavlov, Melville, 2008). The study by Zhang, 
Kumar, Cosguner (2017) shows the only effective way to remain profitable in the long 
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run is to send out appropriate numbers of emails. As they have found, instead of 7, 
which is the optimal amount, 4 emails can result into to losses, of an average of 32% of 
the total profit per consumer. Overall, “marketing studies tend to focus on manipulating 
specific, short-term behaviors with the goal of improving return on investment” 
(Pavlov, Melville, Plice, 2008).   
   
Search Engine Marketing    
  With emerging Web 3.0, more and more companies are seeking to strengthen their 
online presence generally, and more specifically on search engines (SE). Search engines 
have been proved to be effective in retrieving applicable information available on the 
internet and leading traffic to products related to the brands, resulting into formation of 
formats, some of which are search engine marketing (SEM) and optimization (SEO) 
(Aswani, Kar, Ilavarasan, Dwivedi, 2018). “Firms have realized that a first page ranking 
in search engine results page (SERP) is necessary for it to be visible for the target 
customer”. The higher the visibility achieved on SE, the more positive impacts on brand 
equity, and revenue from sales. Paid search results along with organic ones are both 
included in SEM. Aswani, Kara, Ilavarasan, Dwivedi, 2018). “It is anticipated that the 
SEM industry will continue to boom to $79 billion by 2020 growth” (DeMers, 2016).    
  SEM strategies consist of several actions. One of them is promotions using banners 
associated with keywords, one of the first SEM strategies, which is used up to today, 
buying them on the search-results page. However, there was a study that fund “standard 
banner or button advertisements are not as effective as search listings when it comes 
to brand recall, favorable opinion ratings, and fostering purchases”. So, on-line sellers 
must ensure a spot-on pages presenting search-results immediately when they register 
with the search engine. This can be achieved as follow: paid submissions, listings and 
inclusions for tactical updates. When sellers want to assure that the website will be 
reviewed during a standard time, they pay search engines to take care of this, 
consequently avoiding delays. (Sen, 2005). With search engine optimization (SEO), 
their listings on search-result pages get improved when the codes used on the site are 
modified and adjusted, making them more relatable and compatible to the search 
engine. On paid placements (PP), the search engine is paid to place the seller on the 
section including sponsored results.  
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  2.3.2 Influencer Marketing   
  “Social media influencers represent a new type of independent, third-party endorsers 
shaping audience’s attitudes through blogs, tweets, and the use of other social media 
channels”. Via platforms like Instagram, YouTube, Twitter, and Facebook, they 
develop content and promote brands aiming to obtain a following and brand recognition 
(Freberg, Graham, McGaughey, 2010). The distinction between a genuine endorsement 
and paid ones is not quite clear on content-rich platforms, making influencer marketing 
very powerful. “Influence marketing is virtual word of mouth and consumers are more 
likely to positively perceive and react to messages coming from a trusted persona 
compared to a sponsored post from a company” (Woods. 2016). It has been found that 
92% of consumers trust mostly recommendations when coming from friends or family, 
instead of any other type of advertising. This is where advertisers focus most, by 
promoting and communicating messages via influencers, who consumers trust almost 
as much as a friend. (Woods, 2016).   
  “Where traditional marketing targeted mostly mass audiences, influencers have the 
unique ability to target niche audiences, unreachable until now” (Antoniades, Briede, 
Kantina, Milevica, Skuskovnika, 2020). Influencer marketing is described as a way of 
marketing where emphasis is given to key groups instead of the target market as one 
entity (Glucksman, 2017). Many advertisers are already highly investing in influencers, 
more specifically, 84% of companies worldwide are planning to launch at least one 
influencer campaign in the next year (Woods, 2016).    
   
“Influencers are people who built a large network of followers, and are regarded as 
trusted tastemakers in one or a several niches”  
   
Brands are fascinated of the effectiveness of Instagrammers on spreading messages 
around newly developed products, giving life to new trends and making them popular, 
therefore boosting sales. Regarding the power of influence, they are labelled 
“Instafamous” (Connoly, 2019). The symbolic value they have is due to their own 
personal brand arising from the posts and stories they create, events attended and 
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brands they associate themselves with (Jin, Muqaddam, Ryu, 2019). The study Jin, 
Muqaddam and Ryu conducted on 104 individuals resulted into the finding that 
consumers exposed to posts from brands including Instagram celebrities think of the 
source as more worthy of their trust, form a better attitude towards the endorsing brand 
and feel stronger social presence compared to traditional posts. When consumers have 
developed trust towards an instagrammer, they will be more welcoming toward the 
brands/products they endorse (Bailey, 2007). According to a study by Twitter, 49% of 
consumers rely on influencers (Swant, 2016).   
  Influencer marketing has ushered a new way to define celebrity as they can exist on 
any channel or platform: they are not limited to one format (Sammis, Lincoln, Pomponi, 
2016). One of the most effective tactics to boost campaign ROI is product launches 
involving influencers as their endorsements are more likely to be heard by the target 
audiences resulting in greater conversions (Barker 2020). An important parallel to 
advertising is that each campaign could not have more than one basic objectives. (Levin 
2020). Long term partnerships are crucial for effective and efficient collaborations. The 
relationship-based approach showed some quite impressive results: with the end of the 
program, Asos followership’s on social platforms boosted from 123,000 to 200,000 
during a period of only 12 months, while L’Oréal’s Beauty Squad followership grew 
from 4.6 million to 6.3 million (Audrezet, Kerviler, 2019).   
   
2.4 The Boomerang Effect   
 “The boomerang effect is the phenomenon when a policy designed to prevent an 
occasion stimulates the happening of this occasion”. Purchase behavior is influenced 
from freedom, and behavior alternates when freedom is violated. When freedom is 
shrunken, the instinct of retaking it arises. (Kamp, 2019).  
  “The boomerang effect happens when a new idea, application, punishment, or 
monetary policy is introduced. The application changes the way consumers feel, 
bringing them in a state of unease. The boomerang effect behavior can be explained 
by the cognitive dissonance theory, which tells us how people react in a state of 
unease” (Martijn Kamp, 2019). 
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“Cognitive dissonance can be seen as an antecedent condition which leads to activity 
orientated toward dissonance reduction just as hunger leads to activity oriented 
toward hunger reduction” (Festinger, 1957) 
  Because of anxiety caused by the activity, and the corresponding outcomes, people’s 
behavior is changed (Kamp,2019).  Cognitions vary from values and beliefs, to ideas 
and emotions. Human minds tend to keep harmony preventing discomfort coming from 
inconsistency; this is a protective mechanism. Is there any sufficient way to prevent 
cognitive dissonance? Festinger (Festinger, 1957) stated that consumers are able to 
walk through situations inside their minds. 
1) Cognitions change inside their mind: People tend to alternate the perception they 
have made in their mind, and therefore by removing one cognition, cognitive 
dissonance is lowered.  
2) Cognitions are dismissed:  The significance following the cognition is also 
changed. They are still aware of the threat, but it trivialized in such a manner 
making it no longer as powerful as to cause unease. 
3) Adding more cognitions: As more cognitions are added, the less collapsible the 
contradiction seems.   
4) Denying the cognitions: The last act that an individual can take to overcome 
unease arising from cognitive dissonance, is the denial of it and its relatedness. 
(Kamp, 2019; Festinger, 1957 p3-7). 
   
   
   
CHAPTER 3: METHODOLOGY   
 In this chapter selected methodology and instruments will be presented.  The research 
design that was chosen was based on quantitative approaches. These approaches will 
help reach the final goal and define the research question along with sub-questions. 
  Quantitative data was gathered with an online survey. This survey aimed at learning 
more about the subject and realizing the perspective of respondents. Closed ended 
questions were mainly used, in order to gather more valid data. “Closed type questions 
were used with an increasing five-level Likert type scale to rate the level of agreement 
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or disagreement (with marks from 1 to 5 (1 showing nonimportance and 5 showing 
great importance)”. All results will help understand the target audience and how they 
have understood the topic. To analyze the questions, increasing Likert scale was used, 
and average mean and standard deviation were measured.  (Binter, 2019). 
   
Limitations    
  When analyzing answers, the following validity threats needed to be considered, 
biases about: (a) sampling, (b) social desire, (c) situation or context, (d) question 
order and (e) the researcher. With these limitations as a guide, leading questions that 
could influence answers were avoided. Lastly, the sample that was chosen was not 
necessarily representative of the population (Binter, 2019). 
   
   
   
CHAPTER 4: DATA ANALYSIS   
 4.1 Introduction    
  Basis for analyzing and interpreting data gathered from the survey was set in Chapter 
3. Chapter 4 will answer the research questions and interpret closed-end questions. 
Research questions were tested with a number of survey questions. They are 
accompanied by graphic interpretations and Figure1 provides average values and 
standard deviations of elements tested. We will also refer to the demographical data of 
respondents. The interview questions will be shown in the Appendix. (Binter, 2019). 
   
4.2 Answering the Research Questions    
  For the research questions to be answered, a survey concerning buying behavior was 
conducted. The sample consisted of 90 individuals, with no specific background, except 
the fact that they are all consumers. From the 90 respondents, 35,6% were male and 
64,4% female. Most of them (67,8%) fall into the 20-30 age group and are of low 
income, 0-10000 (68,9%).    
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  As far as the decision process is concerned, 35,6% would consider themselves as 
impulsive buyers. Most of them were found to be more skeptical before proceeding 
with a purchase. With questions 5 and 6 (Appendix) 53,3% stated that they tend to 
compare all choices available and 50% preferred to be sure that the purchase would 
result into the fulfillment of an actual need. This responds to research question no.2, 
about how consumers make the decision that they need to purchase.   
  Some of the most common marketing tactics were questioned, in order to see how 
consumers respond to them. For instance, factors like limited time offers, luxury 
products accompanied with high prices, word of mouth and exposure to a new brand 
were examined to evaluate how they impact on the buying behavior and the way 
consumers model preferences towards products or brands.   
   
   
Factors Influencing Buying Behavior   Average   Standard 
Deviation  
Price of product/service   4,17   0.915  
Reference from person of trust   3.89   0.867  
Offers (discounts)   3.62   0.869  
Exposure to product forming a positive attitude   3.61   0.870  
High product prices making the product more trustworthy   3.33   0.936  
Limited time offers   3.33   0.936  
High product prices giving the sense of luxury   2.98   1.091  
Loyalty to one brand   2.92   0.997  
   
TABLE 1: FACTORS INFLUENCING BUYING BEHAVIOR, PREFERENCE TOWARDS BRANDS   
    
 All questions were answered on a Likert scale, from 1 to 5 where 1 marks the lowest, 
as strongly disagree, and 5 the highest with strongly agree. As we can determine from 
Table1, most consumers are sensitive towards price making it the most important factor 
influencing purchase. More specifically, as it shows in Figure1, 44,4% said that when 
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deciding what to buy price is a very important factor. The average value was 4,17 with 
a standard deviation of 0,915.  
  
FIGURE 1: Importance of Price   
   
  As we can retrieve from Table1, consumers are most likely to consider trying new 
products when accompanied with an offer, or someone they trust acts as a referent, 
either them being a public figure or a family member. As a matter of fact, the more 
they are exposed to a new product the more likely they are to form a positive attitude. 
Questions 4, 5 (Appendix) average ranked from 3,89 to 3,33. The level of agreement 
was 40% to 52,2% of the respondents.    
  The survey consisted of two sections. The second section focused on the new era in 
marketing, digital, where digital marketing techniques thrive and are slowly taking the 
fame of traditional marketing ways. As was expected, almost each of the respondents 
use social media counting for 96,7%, daily (92%). This shows the dynamic and the 
endless opportunities for companies to reach out to target groups and potential new 
clients. Consumers, though, seemed to be neutral about receiving personalized offers 
via e-mail, regarding to the engagement they feel with the brand, with a mean of 2,24 
and standard deviation of 1,084. On the contrary, these personalized offers tend to 
turn into a purchase more likely, removing the hesitation, with a 2,74 average and 
1,012 standard deviation.    
   
The surprising findings of the survey were about one of the biggest trends on social 
media, influencer promotions. A large percentage, 53,3%, follows no influencers on 
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social media, and does not trust their opinions, as seen on Figure2. Although 
promoting products via influencers is one of the biggest trends nowadays, it seems 
that the respondents do not have such a positive attitude towards them.   
   
FIGURE 2: Trust in influencers opinions   
   
  Lastly, in order to investigate the boomerang effect, consumers were questioned if 
they have ever regretted any purchase. It was also vital to examine whether they have 
felt manipulated into proceeding with a purchase, due to various marketing techniques. 
Respondents were asked these questions on both parts of the questionnaire, regarding 
traditional marketing techniques and digital marketing. In both cases, the results were 
surprising. Regarding the first part of the questionnaire, 68,9% have regretted 
purchases and 50% have felt manipulated. When digital marketing techniques were 
questioned, 27,8% have regretted a purchase derived from social media, and 30% have 
felt manipulated into this decision.   
     
CHAPTER 5: DISCUSSION   
  As can be retrieved from the survey, all consumers have been exposed to marketing 
tactics aiming to manipulate within the process of decision making, interfering with 
basic elements of consumer buying behavior. There are numerous marketing tactics 
that are implemented by companies and marketers, with one main goal: to attract 
customers and to boost sales. From pricing strategies to personalized offers and 
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targeting, the goal is to penetrate within the decision process subconsciously, forming 
preference towards a product.   
   But, nowadays, consumers are much more aware of all these tactics, making things 
more complicated. Marketing’s problem is now the fact that consumers feel that all 
these strategies are focused on manipulating their preferences. They tend to spend more 
time evaluating alternatives and making sure they choose what is of best interest for 
them and their needs, and not buying impulsively. This was made quite clear through 
the survey, as the majority of respondents said that they have felt manipulated at least 
once into buying a product or service, resulting into regret of that purchase, making it 
more challenging for companies to decide which tactic to implement and at what stage.   
  Marketing tactics though do work. It was found that people tend to trust new products 
easier as much as they are exposed to them. Recommendations, especially coming from 
figures they trust is significantly important. The most influential factor remains price, 
either from the aspect of a good deal, or the perception of luxury and quality. It seems 
that the digital era and all the emerging digital and social media techniques, are to the 
best interest of every brand. Usage of internet is a part of everyday life for all. This new 
era comes along with endless opportunities to raise awareness and achieve greater 
market share. Despite the way and tactic that is chosen, the main conclusion is that 
marketing tactics must be used ethically, aiming to build a solid relationship between 
the brand and the consumer.    
   
   
CHAPTER 6: CONCLUSION AND 
RECOMMENDATIONS   
6.1 Conclusion   
  The main goal of conducting this dissertation was to give an answer to the basic 
research question: Do marketing tactics influence the desire of a consumer to purchase 
a good/service? Can they influence the preference towards a product or brand? For this 
question to reach a conclusion, sub-questions were answered, and most common 
marketing tactics were tested in a short online survey. All of these led to some specific 
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conclusions. A purchase cannot occur before desire is created. Numerous circumstances 
can form desire. To fulfill this desire, people go through the decision buying process 
which consists of five stages. Between those stages is where companies try to interfere 
with numerous tactics, also known and thought of as manipulation tactics. Branding, 
pricing strategies, puffery, subliminal messages are only some of these ways, used by 
marketers for decades. All of them have been proved successful but changes have 
occurred during recent years. These days, the rise of usage of internet has emerged also 
the usage of digital channels, developing many new ways of manipulation. Digital 
marketing is now one of the most powerful weapons companies have for them to reach 
out to consumers.  “Unfortunately, or fortunately, there is no optimal manipulation 
tactic that works under all circumstances. All discussed manipulation tactics can work 
and work optimal in the right place” (Martijn Kamp, 2019). It is common for companies 
to use more than one tactic since each one involves a different kind of desire.  
  Although it seems and has been proven that manipulation tactics do work, they must 
be always used in the right place avoiding overuse. The boomerang effect indicates how 
consumers react when exposed to such tactics, resulting into the opposite of the 
requested results. Experiencing this effect leads to regret, leaving consumers with the 
sense that they have been tricked. It is easy for them to lose trust and search for a new 
brand that will fulfill the same need.   
   The results of the survey showed that the examined marketing tactics indeed work. 
Although, the results are based on a limited number of respondents, it has been proved 
how easily people are tricked. Concluding, “there is no optimized manipulation tactic, 
but the right manipulation tactic used in the right way can increase desire and 
willingness to pay” (Kamp,2019).  
Marketing manipulation ways do work, and are a powerful tool for marketers, keeping 
always in mind though that they must be used ethically and in best interest of both parts.   
   
6.2 Previous literature    
  The survey results seem to embrace any conclusions found in previous literature that 
was used for this dissertation. Marketing tactics give the best results concerning sales, 
brand preference and less hesitation to pay when they are implemented in an ethical 
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way. But this paper was not able to conclude which manipulation tactic is most 
successful. Emphasis was given to understanding these tactics correctly, the decision 
process and what are the effects of most popular tactics.  
   
6.3 Future Research   
The most important element about marketing manipulation tactics is about how desire 
is acquired. This thesis only examined several ways to obtain desire, focusing on most 
common along with digital marketing techniques. Everything mentioned had its basis 
on the findings of previous literature. As far as future research is concerned, new ways 
aiming to create desire must be evaluated and tested. Regarding the existing 
manipulation tactics used by most companies, there is always room for more research 









  Appendix 1: Survey Questions   
MARKETING TACTICS AND CONSUMER BEHAVIOR: CREATING THE 
DESIRE TO PURCHASE   
1. What is your sex? *   
Να επισημαίνεται μόνο μία έλλειψη.   
 
33   
   
   
Female  
Male Prefer 
not to say   
Άλλο:   
   
2. What is your age? *   
Να επισημαίνεται μόνο μία έλλειψη.   
   20-30   
31-  
40   
41  
-  
50 ov er   
50   
3. What is the highest degree or level of education you have completed? *   
Secondary   
Bachelor's Degree   
Master's   
Degree   
Ph.D.   
4. What is your annual income? *   
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0-10000€   
1000120000€   
2000130000€  
over   
30000€   
Buying Behavior   
5. I tend to compare all choices before deciding what to buy. *   
Strongly Agree   
Agree   
Neutral agree non disagree   
Disagree   
Strongly Disagree   
6. I hesitate proceeding to a purchase immediately, and try to assure it covers an 
actual need of mine. *   
Strongly Agree   
Agree   
Neutral agree non disagree   
Disagree   
Strongly Disagree   
7. Limited time offers or limited stock make me buy products with less hesitation 
compared to regular. *   
Strongly Agree   
Agree   
Neutral agree non disagree   
Disagree   
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Strongly Disagree   
8. When deciding what to buy, price is an important factor. *   
Strongly Agree   
Agree   
Neutral agree non disagree   
Disagree   
Strongly Disagree   
9. High product prices make me feel that the product is superior and more 
trustworthy. *   
Strongly Agree   
Agree   
Neutral agree non disagree   
Disagree   
Strongly Disagree   
10. I am willing to pay more for certain products because they give me the sence of 
luxury and make me stand out.    
Strongly Agree   
Agree   
Neutral agree non disagree   
Disagree   
Strongly Disagree   
11. I usually stick to one brand and find it difficult to purchase new or unknown 
brands. *   
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Strongly Agree   
Agree   
Neutral agree non disagree   
Disagree   
Strongly Disagree   
12. I would consider purchasing a different brand than usual if it were coming with 
an offer (ex. buy one get one free). *     
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Strongly Agree  
Agree   
Disagree   
Strongly Disagree   
13. I would consider purchasing a different brand than usual if it were 
recommended by someone i trust (friends, family or celebrity). *    
Strongly Agree   
Agree   
Neutral agree non disagree   
Disagree   
Strongly Disagree   
14. The more I see or hear of a brand, the more possitive and secure I feel about   
it. *   
Strongly Agree   
Agree   
Neutral agree non disagree   
Disagree   
Strongly Disagree   
15. I would consider myself an impulsive buyer. *   
Strongly Agree   
Agree   
Neutral agree non disagree   
Disagree   
Strongly Disagree   
 
38   
   
   
16. Have you ever regretted any purchase? *   
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Yes   
No   
Maybe   
17. Have you ever felt manipulated into buying something? *   
Να επισημαίνεται μόνο μία έλλειψη.   
Yes   
No   
Maybe   
Digital Marketing   
18. Do you use any form of social media? (Facebook, Instagram etc) *   
  Yes   
No   
19. If yes, how often?   
  
Everyday 23 
times a   
week less   
20. I follow my favorite brands on social media. *   
Strongly agree  
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Agree   
Disagree   
Strongly disagree   
21. I want to be of the first to know what is new on the market and what is 
trending now. *   
Strongly agree   
Agree   
Neutral agree non disagree   
Disagree   
Strongly disagree   
22. I often find myself following trends arizing on social media. *   
Strongly agree   
Agree   
Neutral agree non disagree   
Disagree   
Strongly disagree   
23. Receiving personalized offers via e-mail from my favorite brands make me 
feel important and more engaged with them. *   
Strongly agree   
Agree   
Neutral agree non disagree   
Disagree   
Strongly disagree   
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24. Personalized offers often result into a purchase, otherwise i would 
regularly not consider. *   
Strongly agree   
Agree   
Neutral agree non disagree   
Disagree   
Strongly disagree   
25. Do you follow any influencers on social media? *   
  Yes   
No   
26. I trust influencers opinions. *   
Strongly agree   
Agree   
Neutral agree non disagree   
Disagree   
Strongly disagree   
27. Products promoted from influencers make me form a positive feeling 
towards the brand. *   
Strongly agree   
Agree   
Neutral agree non disagree   
Disagree   
Strongly disagree   
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28. I find myself interested in products promoted by influencers and seek to 
learn more about the brand and it's other products. *.   
Strongly agree  
Agree   
Disagree   
Strongly disagree   
29. How many times, if any, have you purchased products promoted by 
influencers? *   
None   
1-3times over   
3times   
30. Have you ever regretted any purchase derived from social media? *   
Yes   
No   
Maybe   
31. Have you ever felt manipulated into buying something through social 
media?   
*   
Yes   
No   
Maybe     
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